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Corporate responsibility is not merely a trend but also a method for gaining competitive 
advantage through responsible actions. Society and individual consumers are demand-
ing responsibility from all members of society, businesses included. Corporations have 
established a means to respond by releasing responsibility reports about all responsible 
operations and improvements thereof. 
 
FIBS, Finnish Business and Society, coordinates the annual Finnish Responsibility Re-
porting Awards. The objective of this thesis is to analyze two corporate responsibility re-
ports and present the stronger one to the student jury of the 2015 awards. The student 
jury is assembled out of interested applicants, forming teams from five Finnish universi-
ties to participate in the awards process during September to November 2015. Student 
jury members complete a preliminary evaluation in smaller teams and the final decision 
collectively at a student dialogue event facilitated by PricewaterhouseCoopers. 
 
Corporate responsibility is a wide term for all business activities with economic, environ-
mental or social impacts. These contain issues that can further be categorized under 
sustainability, responsibility and ethics. Corporate responsibility is not only about mini-
mizing risks but also utilizing opportunities to generate advantages in the market.  
 
Management of corporate responsibility is an extensive process of attempting to reach 
established targets with the resources available. All activities of responsible manage-
ment should aim to create value in social, environmental and economic aspects while 
simultaneously coinciding with stakeholder expectations. Responsibility management 
has several standards and guidelines available to use as tools in the process. 
 
Responsibility reporting is mostly voluntary releasing of internal and external communi-
cations about material issues. Reports give stakeholders comprehensive information 
about the level of responsibility in operations and the impact it has on business. The 
bulk of large companies today use Global Reporting Initiative, or GRI, guidelines to en-
sure sufficient report contents and GRI use also improves report comparability. Reports 
aim to generate credibility by being transparent, describing the company values and 
presenting facts and figures to cover progress in all material issues. 
 
Key words 
Corporate responsibility, management, reporting, strengths 
  
Contents  
1 Introduction ................................................................................................................... 1 
1.1 Commissioning parties .......................................................................................... 2 
1.2 Objectives and limitations ..................................................................................... 2 
1.3 Thesis structure .................................................................................................... 3 
2 Corporate responsibility ................................................................................................. 4 
2.1 Responsibility trend and issues ............................................................................. 6 
2.2 Motives for corporate responsibility ....................................................................... 7 
2.2.1 Business environment and the organization ............................................... 7 
2.2.2 Drivers ....................................................................................................... 9 
2.2.3 Barriers and inhibitors .............................................................................. 11 
2.3 Materiality and strategic corporate responsibility ................................................. 12 
2.4 Impact and criticism ............................................................................................ 14 
3 Corporate responsibility management ......................................................................... 17 
3.1 Planning and finding purpose .............................................................................. 18 
3.2 Organizing principles and processes ................................................................... 22 
3.3 Leadership .......................................................................................................... 23 
4 Corporate responsibility reporting ................................................................................ 25 
4.1 Background and basics ....................................................................................... 26 
4.2 The reporting process ......................................................................................... 29 
4.3 Methods, benefits and challenges ....................................................................... 30 
5 Theory summary ......................................................................................................... 35 
6 Product ....................................................................................................................... 40 
6.1 Product plan and time schedule .......................................................................... 40 
6.2 Data and collection methods ............................................................................... 41 
6.3 Product process .................................................................................................. 42 
6.3.1 Team meetings ........................................................................................ 42 
6.3.2 Product finalization and presentation........................................................ 44 
6.4 Usability .............................................................................................................. 47 
6.5 Product ............................................................................................................... 47 
7 Conclusions ................................................................................................................ 48 
7.1 Development and further research proposals ...................................................... 50 
7.2 Evaluation of the thesis process and own learning .............................................. 51 
Sources ........................................................................................................................... 53 
Attachments ..................................................................................................................... 55 
Attachment 1. Product ................................................................................................. 55 
 
  
1 
1 Introduction 
Corporate responsibility is a trend on the increase and an issue which many organizations 
have reacted to. Global warming is a growing concern constantly in the media and globali-
zation is taking companies to faraway countries, while news about human rights offences, 
accidents due to negligence and environmental hazards spread all around the world. Con-
sumers and society are becoming more aware and active in wanting information and 
searching for it, they want to have an impact on the world around them indirectly through 
companies by consciously making justifiable product and service choices. Numerous com-
panies have responded to this need by adding or improving a responsible dimension to 
their business operations and strategy. 
 
Corporate responsibility is an extremely wide field, relating to practically all the activities of 
a company, since virtually all corporate undertakings have social, environmental or eco-
nomic impacts. This forces upon us the issue of materiality, in which the most significant 
sectors of responsibility have to be found and analyzed by each individual organization. 
The most remarkable features in operations, together with the expectations of stakehold-
ers, need to be the ones under focus. 
 
Reporting about corporate responsibility can start when a company has some responsibil-
ity related information to share. Usually it requires careful planning, strategizing, reorgan-
izing resources and in general tireless methodical work to develop or entirely switch over 
to responsible behavior in all operations and to be able to measure the development. 
When the material aspects of the company have been identified, they have to be analyzed 
and improved upon while having strong indicators in place to follow the progress of the ac-
tions and policies put in place.  
 
Corporate responsibility reports are a channel of communication from companies to their 
respective stakeholders. Reports can build trust and strengthen customer relationships 
and loyalty, while also giving crucial information to investors. Responsibility reports should 
be honest in expressing all results, both positive and negative, in order to generate trust 
and confidence in the stakeholders towards the corporation. Good reports are credible 
and transparent, they have sufficient data coverage and communicational aspects are well 
executed. 
 
Companies can even compete in responsibility reporting and thus gain even more visibility 
for their report and company. Responsibility reports undeniably still fall under the category 
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of marketing communications, so why not utilize all the possible coverage possible by en-
tering competitions, or trying to succeed if participation in compulsory. Listed companies 
in Finland automatically take part in the Finnish Responsibility Reporting Awards, while 
others can enroll voluntarily. The reports in this contest are analyzed and rewarded by 
professionals, students and other stakeholder groups. This thesis presents the awards 
process, especially that of the student jury, and in general analyzes the crucial elements 
of successful responsibility reporting. 
 
1.1 Commissioning parties 
The commissioning party for the awards is FIBS and the facilitating party for the student 
evaluation is PricewaterhouseCoopers. FIBS is the coordinator for the Finnish Responsi-
bility Reporting Awards and the host of the award event. A group called the Big 4, consist-
ing of auditing companies Deloitte, EY, KPMG and PwC, assembled a jury to select the 
top 10 candidate reports for the awards, and ultimately the winning reports in all catego-
ries, except the readers’ choices by students, investors, media and NGO. (FIBS 2015a.) 
 
FIBS or Finnish Business and Society is a Finnish corporate responsibility network that of-
fers a wide range of events that focus on training and development related to responsibil-
ity issues. FIBS holds seminars, workshops, other training events and also offers news, 
information and research possibilities for all corporations and organizations. (FIBS 2015b.) 
 
FIBS has 270 members that are all eager to steer their operations towards a more respon-
sible and sustainable direction. These members represent a wide scale of industries and 
organization sizes. FIBS supports the development and offers the chance for networking 
with other parties interested in responsibility. (FIBS 2015c.) 
 
PwC or PricewaterhouseCoopers Ltd offers services to companies, associations and insti-
tutions of all sizes. Multiple offered services include business consulting, risk management 
and corporate governance, forensic services, auditing and assuring, consulting in tax and 
law, mergers and acquisitions and corporate responsibility services. (PwC 2015a.) Price-
waterhouseCoopers offers a variety of corporate responsibility related services, from stra-
tegic CR to CR management and reporting (PwC 2015b).  
 
1.2 Objectives and limitations 
The objective of this thesis is to analyze two corporate responsibility reports and create a 
presentation of the stronger report for the student jury of the Finnish Corporate Responsi-
bility Reporting Awards. The product is a PowerPoint presentation which represents the 
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evaluation of a sustainability report by a team of Haaga-Helia’s students. The product it-
self is part of the process of finding a winner for the students’ choice of the Reporting 
Awards. The product is presented at a student dialogue event at which five reports are 
presented, discussed and ultimately voted upon. Student jury members finalize their 
choice for winner based on the presentations and the discussions generated by them. The 
company that created the chosen report will receive an award at the Reporting Awards in 
the students’ choice category. 
 
Five different Finnish schools participated in the student evaluation process: Haaga-Helia 
University of Applied Sciences, University of Turku, Aalto University, University of 
Jyväskylä and Hanken School of Economics. Each school held an application process to 
form a team of students interested in corporate responsibility. All students had different 
backgrounds in corporate responsibility studies and the students’ specializations varied. 
The assignment was to be carried out as group work with all members participating 
equally. The use of teamwork can bring more variety to the analysis and discussions, but 
it can ultimately lead to some opinions being overridden. 
 
1.3 Thesis structure 
The thesis is structured to be progressive and logically advancing from the wider issue of 
corporate responsibility, through the processes and management down to corporate re-
sponsibility reporting. In the beginning corporate responsibility is explored and defined as 
the issue at hand. The concept is kept concise, not going too much in depth with specifics, 
frameworks and history. The motives and barriers of responsibility are handled, as well as 
the arising impacts and criticism, in addition to the all-important materiality.  
 
Next the focus is shifted towards the whole process of managing responsibility, to explore 
the planning, organizing and leadership needed to successfully accomplish responsible 
strategies and operations. Lastly to complete the framework for corporate responsibility 
reporting, a closer look is taken at the reporting process itself, its methods and its out-
comes. In conclusion to the theoretical part, a summary is given to highlight and recapture 
the main points and to link them to the product process. 
 
In chapter 6 the thesis product is extensively covered, starting from the plan and taking 
through the whole process. Finally conclusions about the whole process are given and fur-
ther research ideas expressed, without forgetting the attached product at the end.  
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2 Corporate responsibility 
There are multiple definitions of corporate responsibility and also different related terms, 
such as corporate social responsibility, corporate social responsiveness, corporate social 
performance, corporate sustainability and corporate citizenship. During time the focus of 
corporate responsibility has changed and this affects the definitions which constantly 
change as society evolves. What most definitions have in common is the responsibility 
companies have in doing good for the public, but the emphasis can differ. (Blowfield & 
Murray 2014, 6-8, 28) 
 
Below is a common definition for corporate responsibility. 
“An umbrella term embracing theories and practices relating to how business manages its 
relationship with society” (Blowfield & Murray 2014, 363). 
 
As corporate responsibility is mostly used as an umbrella term, it is best to define corpo-
rate social responsibility or CSR. 
“A view of the corporation and its role in society that assumes a responsibility among firms 
to pursue goals in addition to profit maximization and a responsibility among a firm’s 
stakeholders to hold the firm accountable for its actions” (Werther & Chandler 2011, xii). 
 
In order to fully grasp the extent of CR it is necessary to also define strategic corporate 
social responsibility. 
“The incorporation of a holistic CSR perspective within a firm’s strategic planning and core 
operations so that the firm is managed in the interests of a broad set of stakeholders to 
achieve maximum economic and social value over the medium to long term” (Werther & 
Chandler 2011, xiii). 
 
Generally speaking corporate responsibility can be seen as the economic, environmental 
and social impacts the business activities of a company have on society, its stakeholders 
and the environment. It includes both the direct and indirect impacts but also increasingly 
the responsibility of all partners’ actions as well. Economic responsibility is ensuring the 
sustainability of the business and observing both direct and indirect economic impacts the 
company has on its stakeholders. Environmental responsibility is accountability for the eco-
logical surroundings. This includes the efficient and frugal use of natural resources; protec-
tion of water, air and soil; guarding natural diversity; preventing global warming and taking 
responsibility over the product and its environmental impacts over its whole lifecycle. The 
social responsibility of a company not only contains taking care of the wellbeing and the 
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development of the personnel and respecting human rights, but also product liability, con-
sumer protection and honorable policies in working with the business environment and all 
stakeholders. The purpose of corporate responsibility is to capitalize on the opportunities 
by answering to the expectations of society and the stakeholders while simultaneously re-
sponsibly minimizing possible risks caused by the impacts of executed business activities. 
Corporate responsibility is portrayed as a figure (Figure 1) below. (Juutinen & Steiner 2010, 
21-22; Niskala, Pajunen & Tarna-Mani 2009, 11, 19.) 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1. Corporate responsibility (Juutinen & Steiner 2010, 21) 
 
Companies themselves can also define corporate responsibility differently in their respon-
sibility statements, but they usually include the company values and possible standards 
they use in their responsibility actions. Corporate responsibility can be seen as a wider 
term that reflects the company’s relationship with society and how it is defined and man-
aged (Blowfield & Murray 2014, 12). Corporate responsibility or CR in companies is usu-
ally documented into a general policy, sometimes called a code of conduct. A CR policy 
states the desirable level of responsibility and it can be supplemented with precise policies 
in sectors such as purchases or ethics. (Juutinen & Steiner 2010, 131.) 
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2.1 Responsibility trend and issues 
Responsible business is currently a megatrend and even unexpected industries have 
taken strides towards responsibility (Laasch & Conaway 2015, 8). Globalization and the 
improved information technology leads to stakeholders seeking more information about 
companies’ actions and their consequences, also sharing their opinions and assessments 
quite forcefully even if the information is not confirmed or legitimate. Most companies have 
sensed the need of these stakeholders to report on their corporate responsibility, since it 
can possibly alleviate the potential loss of reputation, especially if problems are spread vi-
rally by stakeholders and not officially addressed. Outsourcing and the use of contract 
manufacturing are becoming more common practices, but they also mean the scope of re-
sponsibility must reach the whole value chain and the operations within it. Consumers and 
stakeholders increasingly want more information about where the products originate from 
and who manufactures them. (Niskala et al 2009, 12.) 
 
Success is usually measured by economic growth which happens when productivity is im-
proved and costs reduced, usually leading to a search for new markets, inexpensive labor 
and demanding natural resources. These are often found in emerging and developing na-
tions where business actions can create employment, stimulate economies and generally 
improve the standard of living. However, it can also lead to issues such as environmental 
disasters and the abuse of human rights. Climate change is another current worry which 
needs to be addressed by reducing the consumption of energy and changing our energy 
mix. These are corporate responsibility issues which affect all companies. (Blowfield & 
Murray 2014, 4.) 
 
The multiple issues related to responsible business can be grouped into three categories 
in accordance to their background: sustainability, responsibility and ethics. Some topics 
can have significant overlap and can contain dimensions from multiple categories, so the 
classification is not completely precise. Sustainability covers all issues related to social, 
environmental and economic well-being nowadays and in the future. Responsibility has to 
do with the relationships between the business and its different stakeholder groups. Ethics 
relates to moral dilemmas and making the right decision when facing one. (Laasch & Con-
away 2015, 4-5.) 
 
In 1979 Carroll constructed a framework for social responsibility comprising of the eco-
nomic, legal, ethical and discretionary responsibilities companies have towards society. 
The economic responsibility is to create goods and services for the society and making a 
profit from selling them. The legal responsibility is reaching the economic responsibility 
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within the requirements of law. Ethical responsibilities include the previously listed respon-
sibilities with some added behaviors and activities that are expected by society even if not 
stipulated in legal requirements. Lastly discretionary responsibilities are purely voluntary 
actions past the other responsibilities, taken to help society by contributions. (Carroll 
1979, 499-500.) 
 
2.2 Motives for corporate responsibility 
Different drivers are influencing the change toward more sustainable, responsible and eth-
ical practices. Responsible management varies from organization to the other and even 
between departments, as internal approaches are different and they are influenced by di-
verse issues. It is important to name the external factors that are inhibiting responsible 
management to be able to find solutions for management challenges. (Laasch & Conaway 
2015, 3.)  
 
Giselle Weybrecht (2014, 24) encompasses the attractiveness of corporate responsibility 
by listing the reasons for CR, which can also act as motivators themselves. 
₋ To reduce costs 
₋ To preserve resources 
₋ To comply with legislation 
₋ To enhance reputation 
₋ To differentiate 
₋ To attract quality employees 
₋ To satisfy customer needs 
₋ To meet stakeholder expectations 
₋ To attract capital investment 
₋ To capitalize on new opportunities 
₋ To increase transparency 
 
2.2.1 Business environment and the organization 
Each company is influenced by different sectorial actors which operate in the same area. 
These actors are the government, the civil society and the business sector. The govern-
mental sector, which is slow in making decisions, includes laws, public policies and infra-
structure. The civil society includes the power of many, activism and the power of voting, 
which can lead to changes in the two other actors surrounding businesses. The civil soci-
ety actors can for instance demand cost efficiency and correspondence to current trends. 
Actors in the business sector have the power of speed in making decisions, they often 
have access to funding and they can act globally. This means that they too are influential 
drivers sending a pressure to change from the markets. (Laasch & Conaway 2015, 5-6; 
Juutinen & Steiner 2010, 107.) The three different types of organizations all attempt to 
meet different needs in the society. Nonprofit organizations try to meet altruistic needs, 
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governmental organizational have civic objectives and for-profit organizations predomi-
nantly have economic aims. All organizations have a need in society they try to fulfill or 
otherwise they cease to exist, and to get the results they desire they must use acceptable 
methods. (Werther & Chandler 2011, 85.) 
 
Corporate responsibility has several different approaches and viewpoints, but of utmost im-
portance and universally used is the stakeholder point of view. The stakeholder point of 
view can be further divided into responsibility towards owners and financers, customers, 
consumers, employees, the nearby community and other identified stakeholder groups. Out 
of these groups the key ones are concentrated on and the right balance is sought out be-
tween expectations. (Juutinen & Steiner 2010, 23.) Each company has its own features that 
can also be used in finding the key responsibility issues. The industry, operating model, 
value chain, company size, internationality, principles and goals can all also be used and 
broken down to find responsibility sectors. External factors such as national and interna-
tional legislation and agreements, expectations of international influential actors, voluntary 
guidelines and standards as well as the example of forerunners can also help in determining 
the viewpoints and strategy of corporate responsibility. (Niskala et al 2009, 20-22.) 
 
Popular corporate responsibility standpoints include global principles such as human rights 
and not using child labor, which are rights that belong to everyone regardless of location 
and societal circumstances. On the other hand, some issues do relate to the society and its 
norms, differing by country, culture and legislation. These issues can raise the question of 
either abiding the law or using operational models that surpass the requirements of law. 
(Juutinen & Steiner 2010, 24.) 
 
The type of organization and its mission and values influence the type and style of work a 
manager can put in effect. An irresponsible business has an egoistic mission to make 
profit and it only creates value internally. This is a hard environment for a responsible 
manager, whom can but try to change the company into more responsible. Responsible 
businesses create internal value and aim to profit, but they also create value externally. 
These environments enable the manager to both act responsibly and benefit the business. 
A social entrepreneur usually is on a philanthropic mission and focuses on generating 
value to external stakeholders, but as responsible managers they can maximize their ex-
ternal value when their own costs are covered. The fourth type of organization is a busi-
ness foundation that has a philanthropic mission and usually runs in parallel to the main 
business, which funds the foundation. A responsible manager in a business foundation 
should invest the money in a way that creates the most social return on investment. 
(Laasch & Conaway 2015, 6-8.) 
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2.2.2 Drivers 
Responsible business has become a strategic imperative as different drivers are pushing 
companies and whole industries towards responsible business practices. Consumers 
were found to be the most important stakeholders in a survey by Ernst & Young. Another 
study by KPMG stated that companies are also driven by motivating employees through 
conducting responsible business and through the improvement of relations with suppliers. 
Stakeholder needs and wants should be assessed by responsible managers if the com-
pany is focused on consumer interest, since this way the stakeholder needs can be satis-
fied. (Laasch & Conaway 2015, 9.) 
 
Both society and the operational environment of a company evolve constantly, so compa-
nies must be capable of utilizing the changing circumstances in their business activities. 
Corporate responsibility cannot be dismissed by any organization and it should be taken 
advantage of in finding the opportunities it brings in creating competitive advantage. 
(Juutinen & Steiner 2010, 20.) Drivers towards corporate responsibility can be ethical, 
economical, administrative or stemming from stakeholder groups. The drivers also reflect 
the moral, principles and values of a company. (Rohweder 2004, 81.)  
 
The consumer’s consciousness of corporate responsibility has gradually grown, albeit as 
a byproduct of arisen scandals (Juutinen & Steiner 2010, 53). A number of consumerist 
movements, such as ethical consumption and responsible consumerism are driving forces 
towards responsible management activities according to an Ernst & Young 2012 study. 
These lead to creating new markets, and with them, new revenues. Other benefits result-
ing from responsible management are savings in costs, reduced risk, attracting new in-
vestments, increasing cost-efficiency and motivating, drawing and retaining employees. 
Together all of these types of internal benefits resulting from responsible management 
tactics have been named the business case, which can often lead into a cycle of acting 
even more responsibly because of its profitability. (Laasch & Conaway 2015, 10.) 
 
Systemic sustainability includes issues such as global warming, the degradation of eco-
systems and overpopulation. Global warming and the growing costs of carbon emissions 
are also a key driver for responsibility, and this is handled by businesses as CO2 manage-
ment. When working in a business being effected by global challenges, a responsible 
manager can use initiatives, instruments and databases provided by many international 
organizations as resources in understanding and overcoming the challenges. (Laasch & 
Conaway 2015, 4, 10-11.) 
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Numerous institutions, such as The International Organization for Standardization (ISO) 
and Global Reporting have launched standards and initiatives that are driving businesses 
towards responsibility. Even companies with less experience in responsibility issues are 
using these standards with their multiple indicators and norms to find responsibility aims to 
fulfill, leading to responsible business and reporting becoming mainstream. (Laasch & 
Conaway 2015, 11-12.) 
 
Williams (2015, 4-7) has collected information on brands that act responsibly but also 
manage to maximize their profits, naming them green giants. The nine brands that have 
qualified into the group are businesses with an annual revenue of a minimum one billion 
US dollars originating from a product, service or line of business that is responsible at its 
core. Green giants include standalone businesses Chipotle, Unilever, Whole Foods Mar-
ket, Natura and Tesla as well as product lines or business units Ikea Sustainable Prod-
ucts, GE Ecomagination, Nike Flyknit and Toyota Prius. 
 
Williams has researched the green giants and their achievements to establish which com-
mon factors they have that contribute to their success. Six key factors are presented as 
the iconoclastic leader, disruptive innovation, a higher purpose, built in not bolted on, 
mainstream appeal and a new behavioral contract. The green giants each have a leader, 
one individual, who started it all and they are all based on a sustainability oriented innova-
tion. They have a higher purpose beyond profit but paradoxically end up creating large 
amounts of profits and importantly responsibility is deeply integrated into their core busi-
ness. Green giants also appeal to many, not only a small niche, and they build their repu-
tation and image rather through actions over advertising. (Williams 2015, 11-13.) 
 
Another way of accounting the growing relevance of CR today is identifying five trends 
that cover in another way all influences and drivers listed above. These five trends are 
growing affluence, ecological sustainability, globalization, the free flow of information and 
brands. Growing affluence and living standards lead to consumers being able to afford to 
be more careful in choosing products and services to use and consume. Ecological sus-
tainability on the other hand is a result of growing affluence and the realization of conse-
quences of human economic activities in the environment. (Werther & Chandler 2011, 19-
20.) 
 
Globalization is a trend widening companies’ business environments, which means stake-
holders’ expectations must be met in a more diverse way in different countries and cul-
tures, leading to increased potential for clashes. The free flow of information links to glob-
alization but in the way of CR news and scandals spreading around the world in media. 
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Lastly as the fifth trend leading to increased levels of corporate responsibility, brands to-
day are valuable if well established. Consumers are even willing to pay a premium for a 
reliable brand, which means brand popularity will lead to increased sales and revenue as 
well. (Werther & Chandler 2011, 20-22.) 
 
2.2.3 Barriers and inhibitors 
Managers must be prepared and acknowledge the inhibitors, barriers and stakeholder crit-
icism that are always present, even with influential drivers for responsible business. A 
competent responsibility manager will understand and be able to address inhibitive issues 
in advance to their responsible business conduct being threatened. (Laasch & Conaway 
2015, 12.) 
 
Inhibitors can be related to profit issues, economic crises, greenwashing, cause criticism, 
applicability for selected few and operational inhibitors. Profit issues relate to businesses 
including responsibility strategies only for the sake of generating profits. This means abus-
ing the trend of responsibility only as a tool or only focusing creating profit for sharehold-
ers and not for other stakeholders. (Laasch & Conaway 2015, 13.) One of the most used 
arguments against engaging in corporate responsibility activities is that the money spent 
on CR is directly money out of the shareholders’ pockets. Another often heard and related 
argument is not having time for responsibility and the changes it may require, even if it 
would mean making more profit even while selling less. (Baker 2008.)  
 
Economic crises can be perceived as inhibitors toward responsibility actions in compa-
nies, especially when activities related to responsibility aren’t directly aligned with the core 
business strategies and operations. The response of companies vary in the case of an 
economic crisis, as some might improve their ecoefficiency and reduce costs, while others 
might decrease their sponsoring related to their responsibility strategies. Especially 
smaller companies can insist they don’t have the resources to focus on anything except 
their core business and survival during hard times. But in conclusion responsible business 
can be effective even during crises when responsibility activities are closely linked to the 
core business. (Laasch & Conaway 2015, 14-15; Baker 2008.)  
 
Companies can try to avoid CR by claiming politicians are to handle responsibility and 
sustainability issues. This is a way for companies of meeting the legal frameworks but do-
ing nothing further than that. This relates to the assumption that companies really don’t 
care and are only in it for the profit, regardless of the consequences on the environment 
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and society. (Baker 2008.) Even if a company itself is not willing to define their responsibil-
ity position and measure their impacts, it doesn’t mean an external party would not make 
an evaluation. Companies have been founded just for this purpose, measuring corporate 
responsibility with certain indicators and criteria. (Rohweder 2004.) 
 
Cause criticism arises when stakeholders are skeptical about the cause driving towards 
responsibility. This criticism could be justified or not and it can stem from a denial of envi-
ronmental or social realities. Another inhibitor is the concept of responsible business only 
being the burden of a selected few, meaning big corporations from developed countries 
producing for the end consumer. When not meeting this criteria it can be used as an ex-
cuse not to behave responsibly. Not only external issues and critique raised by stakehold-
ers act as inhibitors, but also internal problems in companies can have the same effect. 
Internal problems can stem from many different issues such as not being in consensus 
about the meaning of responsible business. Other problems include combining responsi-
bility into strategic priorities, integrating it into business functions and problems in engag-
ing with external groups. (Laasch & Conaway 2015, 17.) 
 
2.3 Materiality and strategic corporate responsibility 
Material issues for a company in corporate responsibility can be found in the most im-
portant points of view by both the company and its stakeholders (Juutinen & Steiner 2010, 
130). The materiality matrix is presented below (Figure 2), presenting how companies can 
identify their material issues with the help of the matrix. 
 
 
 
 
 
 
 
 
 
 
 
Figure 2. Materiality matrix, adapted from Ford (Ford 2016) 
 
The materiality matrix above is adapted from Ford and their division of issues in these cat-
egories give a priority to their corporate responsibility strategy and to reporting. According 
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to the material matrix, the issues of high impact and high concern, marked in the darkest 
blue, mostly form the responsibility strategy and are the focal points and should be exten-
sively reported on. The second group of dark blue contains issues of medium to high im-
pact and medium to high concern, these are issues to closely monitor and report on as 
well. The lightest shade of blue represents issues that are of low impact or low concern, 
which means they should be followed in case the amount of impact or concern grows, but 
they do not need to be reported about. 
 
For a company many matters become significant simply because they have a great eco-
nomic impact on the company. A business should also be aware of current sustainability 
trends that can potentially generate business opportunities but pose as risks if they are 
not taken into consideration. As risks or possibilities trends can have a link to strategy, 
which makes them material issues. Material issues are often portrayed by companies as a 
matrix in which one dimension represents the significance of the issue to the company 
and the other dimension the significance to stakeholders and society. (Juutinen & Steiner 
2010, 130.)  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 3. The Strategic CR Model, adapted from The Strategic CSR Model (Werther & 
Chandler 2011, 111) 
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Every organization in each industry must find both the issues and the stakeholders that 
matter to them. This is done best with a strategic approach to corporate responsibility, 
since the business environment is constantly changing and potential issues are almost im-
possible to foresee. (Werther & Chandler 2011, 85.) 
 
Figure 3 summarizes the relationship between CR and strategy, matching internal compe-
tencies and resources with the external business environment, including also stakeholder 
expectations. This all has to be completed within the boundaries of the mission and the 
vision of the company. Corporate operations have a significant part in implementing strat-
egy and all operations in finance, accounting, HR, marketing and other operations must 
be successful and effective. Strategic objectives are created to reinforce the corporate op-
erations but they must be in line with CR strategies and goals or otherwise stakeholders 
might not support them. In order to execute the strategic objectives created by the leaders 
of the company, other important members of the organization should initiate action ori-
ented projects that are also well aligned with the company CR policies. (Werther & Chan-
dler 2011, 110-112.) 
 
2.4 Impact and criticism 
Investing in corporate responsibility has been justified with resulting improvements in com-
petitiveness in a number of ways. This occurs when companies are able to reach their cli-
ents’ and consumers’ needs and at best, it can subsequently lead to conquering of new 
markets and target groups. Gaining this advantage requires the company to assess and 
anticipate the changes in attitudes and needs, which is facilitated by the procedures and 
ways of corporate responsibility. All in all corporate responsibility can improve competitive-
ness with customers, employees and investors and increase networking while bringing out 
even the weak signals of stakeholders. It improves cost efficiency by optimizing the use of 
materials and energy and it gives the opportunity to support and fulfil values in the busi-
ness world while motivating both management and employees. (Juutinen & Steiner 2010, 
39-41.)  
 
Corporate responsibility is important because consumers want to trust the companies be-
hind the products they purchase, suppliers want solid reliable business partners and em-
ployees search for respectable establishments. Investment funds also prefer responsible 
businesses as do NGOs. Owners of a company profit the most when each stakeholder 
group and their expectations are met. Corporate responsibility is a crucial ingredient of 
success as it sets a mission and strategy that all stakeholders can support. Success is al-
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most certainly gained by companies that are able to balance the interests of their numer-
ous groups of stakeholders in the ever changing and global business environment of to-
day. (Werther & Chandler 2011, 19.)  
 
Jérôme Caby and Juan Piñeiro Chousa divide the benefits of voluntary disclosure of infor-
mation linked to responsibility into direct and indirect benefits. The direct benefits are in-
creased profitability and having better access to financing and a lower cost of capital. 
Other advantages of corporate responsibility include indirect benefits like cost-efficiency, 
improvement of image and brand, networking and improving of both internal motivation 
and client loyalty. Cost-efficiency is achieved for example by reduction of electricity and 
heat consumption, while networking brings forward the expectations and even weak sig-
nals of stakeholders. Corporate responsibility can also increase motivation and even at-
tractiveness as an employer when corporate values align with personal ones. Customers 
are ready to stay away from manufacturers with a bad reputation and are willing to pay 
more for products from socially responsible companies. (Juutinen & Steiner 2010, 39-41; 
Allouche 2006, 213-215.) 
 
A company with broadminded and inventive corporate CR, or a so called offensive strat-
egy, can expect multiple benefits including having good relations with NGOs and being an 
appealing employer. These CR programs effectively improve the relationships between 
the company and both the internal and external stakeholders. (Werther & Chandler 2011, 
120.) The offensive CR strategy will be further discussed in Chapter 3. 
 
As for criticism towards corporate responsibility, studies on CR reporting mention compa-
nies seemingly choosing to report on issues that present themselves favorably as op-
posed to the ones that induce criticism. Several companies also report on broader issues 
related to the field of responsibility but exclude some key matters that touch on the actual 
core business. (Blowfield & Murray 2014, 183.) Key risks and even business opportunities 
can be missed, if corporate responsibility is only viewed as a big entity. There is also the 
risk of losing customers if partners’ or subcontractors’ practices reveal major faults in 
terms of responsibility when a company starts to focus on and acquire information about 
CR issues. (Juutinen & Steiner 2010, 89.) 
 
Not all consumers have the living standards and the means to afford to choose between 
economic and social issues such as responsible employers or products. Some companies 
have the same issue and they cherry pick the parts of CR that don’t lead to any cost in-
creases for themselves. Also between all stakeholders, their priorities, expectations and 
interests differ over time meaning that their responsibility expectations and concerns can 
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vary on a wide range. However, whether or not stakeholders of today care about the re-
sponsibility of companies, they more likely will care even more in the future, so the com-
panies that are already utilizing the long term stakeholder perspective will most likely be 
the ones to survive in the long run. (Werther & Chandler 2011, 77-78.) 
 
Some critics see corporate responsibility as working only in NGOs’ favor and as a hin-
drance for business and the capitalist market. According to these statements corporate re-
sponsibility shifts the focus from only meeting their shareholders’ expectations of generat-
ing profit and distracts management into another direction. Another criticism is that com-
panies in industries with severe environmental effects, such as airlines, can have grand 
CR policies, leading to a contradictory setting. This leads to the question whether certain 
industries can ever contain responsible companies. (Blowfield & Murray 2014, 315, 318, 
320.) 
 
Greenwashing is abusing the market, which happens through a company misrepresenting 
their performance in social, environmental or ethical issues in hopes of gaining financially. 
With the growing interest in CR there is a growing potential for abuse and some compa-
nies try to take advantage of these trends with misleading marketing. Exposed green-
washing leads to stakeholders losing confidence in the company and this seriously threat-
ens responsible business behavior, if issues are communicated in a misleading or exag-
gerated way. (Laasch & Conaway 2015, 15, 18; Werther & Chandler 2011, 108-109.) 
 
Corporate responsibility strategies aim to have a positive effect on society, the environ-
ment and naturally the finances of the company. There isn’t much data to actually prove 
the outcomes and more focus is placed on the activities and especially the financial ef-
fects. Companies simply stating that they follow an environmental policy or standard does 
not tell about the actual results of their operations. However if the financial impacts of cor-
porate responsibility are furthering the use of strategic CR it must be seen as progress. In 
the future stakeholders will be more assertive and aware about the knowledge they want 
from businesses and companies should be more demanding in their managing and 
goalsetting. (Blowfield & Murray 2014, 307-308.) 
 
Managing corporate responsibility strategically might lead to all its aspects, procedures 
and tools becoming so mundane and common in the corporate world that it wouldn’t need 
to be called corporate responsibility any more. Maybe it will become ordinary and some-
thing else, or even a part of corporate responsibility, will become the next movement to 
follow. (Juutinen & Steiner 2010, 30-31.) 
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3 Corporate responsibility management 
Management is a process in which established goals are attempted to be accomplished 
efficiently while working with the people and resources available. Management consists of 
three elements: management inputs, management outputs and the management process. 
Management inputs include all resources as well as the pre-established goals and man-
agement outputs are the outcomes or performance of the management process, which is 
usually evaluated by its effectiveness and efficiency. (Laasch & Conaway 2015, 28.) 
 
Responsible management is assuming responsibility for stakeholder value, moral dilem-
mas and the triple bottom line, which measures social, environmental and economic per-
formance (Laasch & Conaway 2015, 4, 25). Responsible management is about finding the 
right balance between the business and the society (Kuvaja & Malmelin 2008, 180). Cor-
porate responsibility management is change management in some ways, since it deals 
with launching principles and procedures to realize defined goals for a purpose. The man-
agement of corporate responsibility is usually motivated by values and materiality. Com-
pany values guide the relationships formed between different members of society. (Blow-
field & Murray 2014, 12, 156.) Strategic corporate responsibility takes into account the 
business environment from a responsible perspective and widens the scope of risk analy-
sis (Juutinen & Steiner 2010, 38). 
 
If responsibility is deeply embedded into the company and its operations, it will build trust 
within employees and give them courage to implement changes. A business should be led 
by boldly taking risks that enable creating added value. Compliance and meeting targets 
is essential in corporate responsibility as is being agile. (Juutinen & Steiner 2010, 36.) 
Agility in business consists of continuously foreseeing changes and the ability to swiftly 
implement internal changes (Juutinen & Steiner 2010, 50-51). Agility does not mean that 
plans and strategies should be short term, instead CR strategies should be in medium to 
long term perspective. With a short term focus and the only agenda to maximize current 
profits, decisions could be made on the expense of the future of the company. Long term 
viability and growth should be the basis of all decision making. (Werther & Chandler 2011, 
43-46.) 
 
Management activities should be focused on the three different categories of issues related 
to responsible business. With the triple bottom line in mind, managements’ activities should 
generate and retain business value in social, environmental and economic aspects in all 
sustainability issues. Stakeholder value should be appreciated over shareholder value in 
responsibility issues and decision making should be morally desirable in ethical issues. 
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(Laasch & Conaway 2015, 26.) Responsible companies can manage risks better than oth-
ers and are capable of strategic forecasting. These attributes set the responsible corpora-
tions apart from their competition. (Juutinen & Steiner 2010, 36.) 
 
There are several voluntary guidelines and standards that can be used in corporate respon-
sibility management and they can be roughly divided into three categories: commitments to 
initiatives, standards and guidelines for operating models and reporting guidelines. The first 
group of initiatives usually determine a definition and policy for corporate responsibility and 
matters it should take into account, but they do not specifically state how to actually put it in 
practice. Examples of these initiatives include the UN Global Compact, ICC Business Char-
ter for Sustainable Development and OECD Guidelines for Multinational Enterprises. 
(Niskala et al 2009, 42-44.) 
 
Standards that concern operating models aim essentially to help companies put corporate 
responsibility into practice by creating operating models and procedures. The current stand-
ards each concentrate on different sections and issues and no standard covers the whole 
area of responsibility. Some examples include the ISO 14000 family of standards for envi-
ronmental management, EMAS (the Eco-Management and Audit Scheme) and other ISO 
standards. (Niskala et al 2009, 49) The reporting guidelines will be handled in chapter 4.3. 
 
Corporate responsibility management can be divided into defining the purpose of it, the 
processes of achieving the goals and the leadership behind it all. Defining a company’s 
corporate responsibility purpose is complicated as it can be established in many ways 
such as thinking about the financial effects, by addressing social issues or by concentrat-
ing on consumers’ priorities. How responsibility is perceived can differ between countries, 
an industry or collaboration within industries can effect a business and the European so-
cial model by the European Commission to shape society can also effect a company on 
defining its purpose for corporate responsibility, as can current trends. (Blowfield & Murray 
2014, 129-131.) 
 
3.1 Planning and finding purpose 
The development of corporate responsibility usually starts from the actions of one deter-
mined member or group inside the organization. The higher up the ranks this person or 
group is, the better the velocity of the initial phase of introducing responsibility into the 
company. The preparation phase consists of comparing the influences and drivers in the 
business environment to the current level of responsibility in order to better suit the sur-
rounding expectations and circumstances. (Juutinen & Steiner 2010, 104,116.) 
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The decision to improve the level of corporate responsibility is a conscious one that can 
relate for instance to the updating of strategy or development of reporting. Further deci-
sions need to be made on the level of responsibility to be achieved and more importantly 
whether the changes link to improving the effectiveness of risk management or strategic 
differentiation. A company can decide to be a responsibility leader in the industry or to 
merely stick to the middle level. A timeline, resources, accountability and a budget are 
also necessary to define. (Juutinen & Steiner 2010, 116-117.) 
 
Corporate responsibility planning is usually done annually and it includes setting targets, 
identifying strategies to reach them and distributing resources according to the targets. 
Long term planning means deciding future targets and setting up concrete and measura-
ble objectives for them. Long term has a different meaning depending on the industry, so 
the time frames can vary greatly between companies. However, all long term plans should 
be broken down into distinct and achievable short term goals. (Werther & Chandler 2011, 
141-142.) 
 
There are many different frameworks used to understand how a company plans corporate 
responsibility and the first step is defining a purpose for responsible management. The de-
fensive and offensive framework by Kramer and Kania (2006) relates to the way a com-
pany offers solutions, either reacting and managing self-caused problems raised by stake-
holders or spontaneously instigating solutions to external issues. The use of the defensive 
and offensive approaches do not exclude one another, but the defensive approach mostly 
focuses on risk reduction and maintaining reputation while the offensive approach is more 
about using corporate resources to find solutions for problems in the society. (Blowfield & 
Murray 2014, 132-133.) The defensive CR method focuses more on avoiding and warding 
off disapproval and negative press and acts as a sort of brand insurance while CR for of-
fensive reasons can bring immediate benefits by many ways, such as decreasing costs 
and increasing market opportunities (Werther & Chandler 2011, 120). 
 
Waddock (2007) adapted the defensive and offensive approach by adding a third dimen-
sion to cover occasions not fitting neither of the original approaches. The third distinction 
is a response to issues in society created by the companies’ own success with the added 
expectations created by growth and achievements. Such cases are for example fair com-
petition, job security and the prosperity of employees. (Blowfield & Murray 2014, 132-133, 
156.) 
 
Martin’s (2002) virtue matrix does not only offer validation for the actions, it divides acts as 
instrumental or having intrinsic value. Instrumental acts create or sustain shareholder 
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value and they can be divided into those completed for legal compliance or to obey cus-
toms and standards. Intrinsically valuable acts are completed for their own sake and they 
can be divided into the ones that generate social and shareholder value and those that 
profit only society and not shareholders. (Blowfield & Murray 2014, 132-133, 156.) 
 
Corporate responsibility is often presented as a journey since companies’ policies and 
processes keep evolving. Mirvis and Googins (2006) divide this development into stages 
and dimensions. The different dimensions include the citizenship content, which refers to 
the definition and scope of corporate responsibility and strategic intent which is the pur-
pose behind it. The leadership dimension relates to the amount of given support from the 
management and structure is the daily business of responsibility management. Issues 
management refers to the way social, environmental and other issues are responded to 
and the stakeholder relationships dimension defines the way relationships with key stake-
holders are managed. Lastly transparency measures the openness and disclosure about 
the company’s performance. (Blowfield & Murray 2014, 133-134.) 
 
The stages of the Mirvis and Googins model (2006) include the elementary, engaged, in-
novative, integrated and transforming stages and the type of actions in these stages are 
defined in accordance to the dimensions. Blowfield and Murray (2014) have adapted and 
simplified the descriptions of the approach as displayed in the figure on the next page 
(Figure 4). (Blowfield & Murray 2014, 134-135.) 
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The stages of corporate responsibility have been identified and described in different di-
mensions. 
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Figure 4. Stages of corporate responsibility, adapted from Mirvis and Googins, 2006. 
(Blowfield & Murray 2014, 135) 
 
When a decision is made on the desirable level of responsibility, the transformation initi-
ates with informing the whole organization about the decision and the changes to come. 
To successfully go through a change and to be able to commit to it, will, knowledge and 
emotion is required. Personnel should be informed about the new objectives and when 
they will be concretely measured and reported on. Corporate responsibility liability should 
be made clear as well as how the new alignment of the company can affect the work of 
many. (Juutinen & Steiner 2010, 117-118.) 
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In addition to internal communications, a company can announce its corporate strategy 
modifications to external parties in the annual report, on the company website, in bro-
chures, blogs or through social media. Through methodical internet communications it can 
be assured that all stakeholder groups are reached. (Juutinen & Steiner 2010, 119-120.) 
 
Organizations develop their CR strategies and policies for differing reasons, but doing it 
proactively and throughout the business can create many benefits. Especially in the be-
ginning of starting to implement new CR procedures there is a possibility for many addi-
tional advantages as there is the wide range of possible benefits waiting to be utilized. 
(Werther & Chandler 2011, 120.) 
 
3.2 Organizing principles and processes 
When corporate responsibility targets are set, roles and liabilities must be clearly struc-
tured throughout the organization in a manner that enables reaching the targets. Report-
ing and monitoring responsibilities must be assigned to those with applicable and suffi-
cient information. Responsibility will become a part of all management functions including 
purchases, production, transportations and sales. Responsibility will also be a concern of 
human resources, marketing and communications. (Juutinen & Steiner 2010, 120.) CR 
goals must be introduced to the internal and external parties of the company, so that 
awareness towards responsibility is improved within employees as well as to the media 
(Werther & Chandler 2011, 142).  
 
Organizational structure is also key in supporting the company strategy. A functional or-
ganization design must be created to take advantage of specialization and give attention 
to key functions. (Werther & Chandler 2011, 91.) A company also needs CR experts to 
make sure they have the knowledge required to find points of development in each busi-
ness process and supporting functions as well as to create corresponding solutions. De-
veloping the CR reporting process also mostly requires experts who are familiar with GRI 
guidelines and generally know what is expected of reporting. (Juutinen & Steiner 2010, 
120-121,126.) Creating a corporate responsibility structure relies on having a base 
knowledge about the company’s CR strategy, drivers for it and the material issues and 
stakeholders. After the basics it is key to identify the functions of the business that are 
linked to CR issues and to analyze the company culture and different options for structural 
arrangements. Then a plan for the staff and structure can be created according to budget 
and resources, while remembering to ensure interaction between the functions. (Blowfield 
& Murray 2014, 138-139.) 
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Training of the personnel is necessary to enable the change in actions to fit the new re-
sponsibility principles. When the level of information and know-how is increased, the per-
sonnel will have improved courage and confidence to implement the changes. Training 
procedures in corporate responsibility issues should reach both existing and new employ-
ees. Offering responsibility training can be an issue to cover in CR reporting if the amount 
of participants is registered. (Juutinen & Steiner 2010, 124-125.) 
 
3.3 Leadership 
To successfully manage corporate responsibility, the upper management must lead in a 
way that supports and supervises the execution and accomplishments of set principles 
and targets. Negligence must be intervened in and good performances rewarded. Good 
leadership demands a clear division of roles and responsibilities and the development pro-
cess of corporate responsibility must be handled in a systematic and goal oriented man-
ner. (Juutinen & Steiner 2010, 125-126.) 
 
Shifting the main objective of CR activities from reporting to actually developing responsi-
bility throughout all business operations requires a strategic perspective from the upper 
management. Corporate responsibility is seen as both risks and opportunities from the 
business standpoint. At this point it is necessary to reorganize the CR management if it is 
not yet in guardianship of a member of the executive committee but a responsibility of a 
separate task group. Strategic CR management starts with assigning liability and incorpo-
rating corporate responsibility into all branches and corresponding managers. (Juutinen & 
Steiner 2010, 105.) When implementing CR strategy in a company, the CEO is required to 
support the actions and incorporation into company culture and the CR officer is in charge 
of the responsibility actions corresponding with the goals (Werther & Chandler 2011, 141). 
 
Iconoclastic leaders of green giants share 4 C’s or characteristics: conviction, courage, 
commitment and being contrarian. In addition to being strong leaders and accomplishing 
to build billion-dollar businesses, these leaders follow an inner conviction that fuel them on 
their journey, they have the courage to change things and take a stand, they have a 
strong commitment and will plow through any obstacles and they are contrarians in a way 
by daring to be different. (Williams 2015, 19-20.) 
 
To achieve a well-integrated and long term CR approach and strategy, things need to be 
done right on many levels. Higher level management must support the strategy, there 
must be a committed CR officer and generally a clear positioning on corporate responsibil-
ity issues. Findings of an audit should be reported to all concerning stakeholders and 
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awareness can be improved by awards and measurements. The strategies bust be rea-
ligned periodically and then carried out through established budgets. (Werther & Chandler 
2011, 143.) 
 
Good corporate responsibility management requires the right tools and approaches and a 
solid execution. The common advice for CR management is to be honest and transparent 
to win the attention of your staff, support training in responsibility issues, find partners in 
the company and utilize their skills in responsibility. It is key to get to know your business 
environment and establish dialogue and form partnerships with stakeholders and measure 
and report the progress of the company to all parties interested. (Blowfield & Murray 2014, 
136-137.) 
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4 Corporate responsibility reporting 
The basis of corporate communications stay the same, even though the amount of social 
and environmental issues and obligations have grown. Companies are though expected to 
be interested in and to make public statements about numerous relevant themes to a 
growing amount of stakeholders. Corporate responsibility can also be seen as the ability 
of a company to build and maintain interactive stakeholder relations. Corporate responsi-
bility communications is briefing the public about all significant information, such as how 
much the company has used society’s resources and what are the company’s values and 
philosophies behind their actions. (Kuvaja & Malmelin 2008, 13, 15, 27-28.) 
 
Stakeholder management and communication is key to manage well in regards to the 
company’s reputation and transparency. Because of globalization and the ease and 
spread of internet access information travels rapidly, especially when a company is caught 
in irresponsible activities. (Laasch & Conaway 2015, 11.) Corporate responsibility report-
ing is based on responding to the stakeholders’ need for information. When corporate re-
sponsibility is actually taken seriously and implemented, companies are more willing to 
communicate about it. This unquestionably also endorses the image of the company on 
the market and within the different groups of stakeholders. (Juutinen & Steiner 2010, 35, 
217)  
 
Consumers and other stakeholders need to receive a clear message about a company’s 
responsibility and its focuses. If a company strategically achieves to be responsible, it will 
not be able to create the added value responsibility brings, if it is not able to communicate 
this message to its stakeholders. On the other hand, responsibility communications can 
also be seen as a publicity stunt, but this can be easily countered if true actions and aspi-
rations are behind the communications. (Kuvaja & Malmelin 2008, 34.) 
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4.1 Background and basics 
Corporate responsibility reporting consists of internal and external reporting and communi-
cations about material issues. The issues reported on can be roughly divided into financial 
and other than financial information. Division could also be carried out based on the legal 
or voluntary basis of the disclosure. Legally required information includes financials such 
as personnel expenses, the division of turnover and income taxes, other information like 
the amount and division of personnel, the shareholders and the division of shares and an 
estimate of the potential significant risks. Voluntary information can include a list of suppli-
ers, the amount of purchases made by country of operations, paid salaries and taxes by 
areas, investments in training and details about the personnel’s backgrounds. (Juutinen & 
Steiner 2010, 197-199.)  
 
Nowadays more and more companies release responsibility reports, in which they exten-
sively address the economic, social and environmental impacts of their business. The re-
ports enable the readers to gain comprehensive knowledge about the level of responsibil-
ity in the business operations and the impact it has in developing the business. In order to 
realize the positive impacts and benefits of responsible business into long term economic 
success, it is necessary to develop and improve the measurement of corporate responsi-
bility with indicators, business analyses and monitoring. (Niskala et al 2009, 9.) 
 
Financial reporting to external stakeholders has been a norm and not only because of the 
requirements of corporate law. During the last decades a number of companies have 
started to report more widely about their performance in the business environment, sur-
passing the expectation of publicizing financial data with mostly voluntary non-financial 
statistics. Companies have been informing their stakeholders about corporate responsibil-
ity for a long time, but not necessarily under that title. Starting from the 1970s companies 
have imparted information in addition to finances, information concerning the community, 
product, employees and the environment. Now these and other issues, such as sustaina-
bility, resources and climate change, can be reported on quite profoundly. Earlier respon-
sibility reporting was mostly integrated into the annual report, but lately separate environ-
mental or sustainability reports have become an alternative. (Blowfield & Murray 2014, 
179-180,182.)  
the process of communicating the social and environmental effects of the organisa-
tions’ economic actions to particular interest groups within society, and society at 
large. As such, it involves extending the accountability of organisations (particularly 
companies) beyond the traditional role of providing a financial account to the owners 
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of capital, in particular, shareholders. Such an extension is predicated upon the as-
sumption that companies do have wider responsibilities than to simply make money 
for their shareholders. (Blowfield & Murray 2014, 182.) 
 
The previous definition of corporate social reporting is from 1987 by Gray et al and it is still 
current, even though it was among the first descriptions of the term. Corporate responsi-
bility reporting is a channel for companies to express their responsibility strategy and ap-
proach to external stakeholders. Report contents vary on account of differing ways of de-
fining corporate responsibility and choosing which activities to report on as well as what 
not to. CR reporting allows the monitoring of change and progress, which in turn leads to 
its active management. (Blowfield & Murray 2014, 182-183.) 
 
The emerge of actual environmental reports came as a response to the growing environ-
mental conversations, which were further livened by UN’s environment conference in Rio 
de Janeiro in 1992 and more visible campaigning by environmental organizations. This 
lead to people starting to demand for more information about companies environmental 
emissions. The first targets of campaigning were naturally the industries thought to be the 
most harmful to nature, such as the chemical, energy, pharmaceutical and forest indus-
tries. Nowadays people want to know what the direct and indirect ecological and social ef-
fects of a company and its operations are. However, the ones who read responsibility re-
ports are mainly analysts, investors, shareholders, media, NGOs and researchers for ethi-
cal listings. (Kuvaja & Malmelin 2008, 152, 161-163.) 
 
Corporate responsibility is often handled as one big entity, which can make the substantial 
risks become unnoticed along with some business opportunities. Interaction with stake-
holder groups is essential in finding out the concrete and appropriate corporate responsi-
bility issues to focus on. Questions, wishes and even the examples set by competitors and 
customers can be used to emphasize to the higher-level management the necessity of ac-
tions to be taken. (Juutinen & Steiner 2010, 89, 104.) How different stakeholders view the 
responsibility of a company can be investigated with questionnaires but companies also 
have such data available from other sources. Customer complaints, media attention, so-
cial media comments, rating agencies’ questions and expectations expressed in business 
negotiations can all be used to determine stakeholder opinions. (Juutinen & Steiner 2010, 
109.) 
 
Responsibility mainly comes across in reporting in three significant sections. Firstly the 
company mission, vision and values or basically how responsibility is seen as part of com-
pany strategy is a key point. Secondly it has to do with how well the company manages to 
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connect its stakeholders with its operations. Lastly responsibility is conveyed when a com-
pany has clear indicators and measurements to prove its actions that correspond with 
their own policies and external expectations. The most essential content of a CR report is 
to comprehensively present results about bearing responsibilities. It is important to portray 
the connection between responsibility and corporate strategy, and also the difference it 
makes financially. (Kuvaja & Malmelin 2008, 151, 157.) 
 
The contents of corporate responsibility have rapidly advanced during the last years. This 
phenomenon is seen as improved quality of CR reporting in multiple reporting competi-
tions. These competitions are a good way for a company to receive feedback about their 
reporting. Actions can also be compared with others in the industry, leading to the 
acknowledgement of where improvement is required. (Juutinen & Steiner 2010, 105.) In 
Finland competing in responsibility started in 1996 with environmental reporting and in 
2001 the emphasis was shifted towards the combined responsibility reporting of eco-
nomic, environmental and social responsibilities. Behind the starting up of the evaluations 
were the Finnish ministry of environment and an accountant association, working together 
with differing expert parties. (Kuvaja & Malmelin 2008, 151.) 
 
The CR reporting rate has rapidly increased and according to the KPMG study in 2011, at 
the time a staggering 95 % of the world’s largest 250 companies were releasing reports. 
And according to the FIBS 2014 study, 58 % of the large Finnish companies taking part in 
the study were releasing CR reports. The increase of corporate responsibility reporting 
has been accounted for by the regulations becoming stricter in many countries. In coun-
tries such as Denmark, Sweden, France, China and Canada, releasing a responsibility re-
port is already a must for state owned companies and in some cases also for the largest 
companies. The voluntary attribute of CR reporting is further declining in the future, as by 
EU directive all companies employing over 500 people in the European Union must begin 
reporting nonfinancial information since the beginning of 2017. (FIBS 2015d.) 
 
Evaluating corporate responsibility reports does not have to do with how well the company 
actually carries its responsibilities, but how well it reports about it. The evaluation does not 
take into account whether the business idea is sustainable and socially justified, so com-
panies that you might not expect to find at the top of reporting competitions can actually 
reach those rankings. (Kuvaja & Malmelin 2008, 152-153.) 
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4.2 The reporting process 
Reporting corporate responsibility does not only include a printed report, but also other 
channels, such as the annual report, financial statement and company web pages. The 
process of reporting generally includes phases such as setting targets, planning the re-
port, compiling the report, distribution and retrieving feedback and analyzing it (Kuvaja & 
Malmelin 2008, 150, 152). The start phase of officially starting corporate responsibility re-
porting usually begins with an analysis of the current situation. Matters that relate to re-
sponsibility can be found and pinpointed, usually there is something to be reported about 
personnel and environmental issues. Discovering these issues the company already has 
expertise and some experience on leads to confidence in beginning to build a first ever re-
sponsibility report. Combining the existing information usually facilitates reporting for in-
stance financial key figures, energy consumption, personnel data and turnover rate, the 
amount of work-related accidents, job satisfaction rates or completed charity and sponsor-
ships. (Juutinen & Steiner 2010, 104-105,182.) 
 
The collective accountability of CR reporting might fall in the communications department 
but corporate responsibility experts organize the collection of statistics and are involved in 
creating the text. Reporting on corporate responsibility and developing it is a huge process 
that is spread throughout the fiscal year, which means that the contribution of multiple 
team members is necessary to produce the statistics reliably and in time. (Juutinen & Stei-
ner 2010, 121.) 
 
Statistics and indicators used in CR reporting have to be carefully chosen to assure they 
truly are valid and act as credible metrics for the matters at stake. Knowledge gained by 
the indicators must be accurate and genuine in order to enable the upper management to 
interpret the data correctly and consequently make ratifications based on the interpreta-
tions. If possible, it is worthwhile to create alert boundaries for the metrics in order to start 
immediate actions and investigations in case the limits are either surpassed or fallen short 
of.  (Juutinen & Steiner 2010, 183,186.)  
 
The progress of corporate responsibility must be reported to both the operative and strate-
gic management in different manners. The operative managers appreciate and utilize spe-
cific results and observations while strategic and upper level management values com-
pressed facts focusing on the big picture. (Juutinen & Steiner 2010, 192) 
 
The process of CR reporting and the present state of corporate responsibility should be 
evaluated in order to develop it further. Analysis should create an understanding about the 
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history and current level of responsibility in the organization. The evaluation should in ad-
dition determine the values of responsibility and how they are integrated into the different 
company policies in administration, risk management, personnel, acquisitions, marketing 
and communications. Furthermore, it must be assessed whether these policies have been 
implemented into the business operations and processes both locally and globally. 
(Juutinen & Steiner 2010, 115-116.)  
 
Important focus points in self-evaluating CR reporting include how both the data and the 
report itself have been produced, how reliable the collecting method of key figures is and 
is it coherent in all the location countries of the business. It should also be assessed if 
there are principles and guidelines for data collection and if they are in use throughout the 
whole organization. (Juutinen & Steiner 2010, 115.) 
 
Reliability of data can be assured or verified by auditing the CR report by an external 
party. The auditors confirm the methods of collecting data and mostly the facts and pro-
cesses as opposed to actions. An external verification statement is found to be important 
to the stakeholders and it generates trust and creates a sense of quality, that is if the audi-
tor themselves is credible. (Kuvaja & Malmelin 2008, 166-167.) GRI supports the use of 
an external auditor and works on developing its methods, but auditing and verifying the 
data is not compulsory by GRI guidelines (Niskala et al 2009, 211).  
 
4.3 Methods, benefits and challenges 
Reporting guidelines guide companies and also work as a point of reference to develop 
their responsibility reporting. The guidelines can also possibly steer the whole corporate 
responsibility of a business because through the best practices it gives management 
some targets to meet in order to reach a level of credibility.  (Niskala et al 2009, 87.) 
 
GRI or Global Reporting Initiative started in the end of the 1990’s as a collaboration of a 
network of companies, experts and NGOs to come up with a guideline and performance 
indicators to make the comparison of reports easier and to match up the many conven-
tions of different countries. GRI has become a reference for good responsibility reporting 
and the different versions of the guideline have been widely used. (Kuvaja & Malmelin 
2008, 156.) The GRI guidelines are for economic, social and environmental reporting and 
they have been created by the network of experts and are all constantly under testing and 
development. The guidelines are aimed to be applied by all organizations regardless of 
size, location or industry. All characteristics pertaining to both small companies and inter-
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national conglomerates have been taken into account, some definitions are made for spe-
cific industries and instructions are given how to interpret some special issues. The partici-
pation of stakeholders is what makes GRI such a credible, usable and acceptable guide-
line. (Niskala et al 2009, 94.) 
 
By using GRI an organization can be able to give a balanced and sufficient image about 
their actions and results in responsibility issues. GRI is based on many international 
standards and policies, and UN’s Global Compact initiative and OECD’s directive both 
acknowledge GRI as the reporting method for companies to show improvement and com-
mitment. Another important benefit of the GRI is the possibility for comparison between 
reports in order to be able to fully compare all the different sectors that fall under responsi-
bility. (Niskala et al 2009, 94-95.) GRI includes many KPIs but also instructions for how to 
calculate them. In many cases a KPI can be measured in multiple ways with different met-
rics, ensuring versatile monitoring and reporting. (Juutinen & Steiner 2010, 183.)  
 
The first GRI guidelines were published in March 1999 and were mostly meant to be a pi-
lot and produce feedback after testing by many European companies that were committed 
to developing it further. After this preliminary phase the first official GRI guideline was pub-
lished in June 2000. An updated second version was released in September 2002, includ-
ing improvements in concrete KPIs. The third version, called G3, was published in Octo-
ber 2006 after a wide round of input was collected from the previous version. The focal 
points at this stage of development had to do with increasing user-friendliness, adding in-
structions for defining material issues, developing principles for calculating and assuring 
data, working together with other international initiatives, serving the needs of investors 
and being able to flexibly move from version to the other. (Niskala et al 2009, 95-96.) 
 
GRI is a nonprofit organization situated in Holland, and it is financed by different associa-
tions, governments and companies. GRI has community members that pay a member fee 
to support the work of GRI and in turn receive GRI materials and services at a reduced 
price. In the future GRI intends to offer different reporting related services and products to 
finance their operations. (Niskala et al 2009, 94.) 
 
When using GRI guidelines it is important to acknowledge that all indicators are not meant 
to be used by each company, but they are to be chosen by relevance. GRI is a guideline 
and a tool to be utilized, but it cannot be taken into practice fully using all potential KPIs. 
(Juutinen & Steiner 2010, 183.) The suggested contents of a report according to GRI 
guidelines can be seen in the following figure (Figure 5). The GRI guideline also gives 
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instructions to explain why some issues are not reported on. Though through reporting be-
coming more common and with the use of GRI, reports have also become quite extensive 
and some reports have expanded to enormous lengths to match those of books, contain-
ing as many as 200 pages. (Kuvaja & Malmelin 2008, 157-158.) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5. Corporate responsibility report contents by G3 guidelines, adapted from Kuvaja 
& Malmelin (2008, 159) 
 
Especially internationally operating companies should report according to the GRI to in-
crease credibility and also to be able to be involved in the developing process of the 
guidelines (Kuvaja & Malmelin 2008, 158). CR reporting also gives the company itself us-
able facts and figures to use in decision making. This supports the management and lead-
ership and also helps to integrate corporate responsibility into normal procedures. CR re-
porting can be a tool to enhance openness and transparency while minimizing the risk of 
reputation. Measuring and telling about the wider impacts of the business are the things 
the traditional economic reporting could not sufficiently provide. (Niskala et al 2009, 15.) 
 
Transparency is usually thought of as one indicator of a company’s responsibility. Accord-
ing to Fombrun and Rindova, transparency is a state in which the company’s identity mir-
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company match the company identity. Transparency is not about publicly sharing abso-
lutely everything but more so about constantly trying to find the balance between matching 
the responsibility expectations of stakeholders with those of company executives and em-
ployees. Through good reciprocal communications both parties can be made aware of 
each other’s expectations and wants, which leads to building trust. Transparency demon-
strates to investors and critical stakeholders good management and leadership when a 
company can hold on and live up to its values, make necessary adjustments and foresee 
potential risks. Transparency is mainly achieved through proactive communications, to 
bring up the themes even before they are asked about. (Kuvaja & Malmelin 2008, 28-29.) 
 
Transparency of course includes the notion that the information communicated is truthful 
and fair. A company must be able to realistically communicate even about unfortunate 
events that clash with the company values and to present made improvements, or other-
wise the credibility of all other positive communications will begin to deteriorate. Another 
difficult task is knowing what information to share with each stakeholder group and chan-
nel, and this should be carefully planned to make sure information is at hand in case 
someone is interested even beyond the CR report. (Kuvaja & Malmelin 2008, 30.) 
 
Credibility is built when responsibility thinking is fully seen and utilized in all corporate 
structures from strategy, policies, management and guidelines. Charity undertakings can 
work well on the surface of responsibility, but at the core of responsibility is creating and 
maintaining a sustainable business. (Kuvaja & Malmelin 2008, 178.) To be credible an or-
ganization should be systematic in giving attention to their stakeholders and their respec-
tive interests, define their material responsibility focus points, make the report understand-
able and readable and finally give a balanced and comprehensive picture about responsi-
bility viewpoints, risks and opportunities. Credibility is also built by being able to leave 
readers with the picture about the company being honest about its actions by using known 
and accepted reporting principles and by using external auditing. The credibility of the re-
port also relies on qualitative attributes, such as materiality, comprehensiveness, authen-
ticity and comparability. (Niskala et al 2009, 207-208.) 
 
Corporate responsibility goals often have to do with issues that link closely to the cus-
tomer: product quality, openness, good service, corresponding with expectations, fairness 
and equality. A company can expect to win its customers’ trust if it reaches the set targets. 
A respectable reputation appeals to customers and it also effects how good the company 
products are viewed as, so corporate responsibility and customer satisfaction also have a 
connection. Responsibility also gives the opportunity to differentiate and price the prod-
ucts higher than the standard. (Kuvaja & Malmelin 2008, 71.) 
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The strengths and weaknesses of corporate responsibility reports are assembled in the 
following figure (Figure 6) to capture the key issues for evaluating reports. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6. Strong and weak areas of corporate responsibility reports (Blowfield & Murray 
2014, 285) 
 
Corporate reporting has mostly been the duty of accountants due to its financial origin. Fi-
nancial accounting has its own conventions and principles and performance is measured 
only by profits, which does not take into consideration the by-products resulting from the 
business activities. This results in a need for critical analysis to take place with these re-
ports or to generate more instructions for non-financial reporting. (Blowfield & Murray 
2014, 196.) 
 
CR reporting is developing towards integrated reporting with the legally required financial 
statement being linked even closer with corporate responsibility reporting. Companies will 
most likely however not just publish one comprehensive annual report but they can rather 
choose the best reporting policies to suit them and their stakeholders’ needs. The use of 
the internet in responsibility reporting is growing and it is convenient to publish detailed 
statistics online for those to find who want to see all the specifics not included in the actual 
report. Updating of information is convenient and information is downloadable or printable 
to those who wish. (Kuvaja & Malmelin 2008, 156-157, 168.) 
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5 Theory summary 
Corporate responsibility is a large entity and a growing issue that is important but can be 
confusing to some. Multiple different terms are used and skepticism can arise when al-
most every company is marketing something green, ecofriendly or responsible. Luckily 
there are many active players that follow the development in this field and are not afraid to 
blow the whistle in case of stumbling upon misleading marketing or wrongful actions. 
NGO’s are active and have formed many successful partnerships with companies, and 
even individual consumers can make a significant mark in today’s globalized world and 
developed information technology, opening up communication channels to everyone, in 
both good and bad. 
 
Corporate responsibility can be defined as all the actions of a company that have eco-
nomic, environmental or social impacts. Essentially this means responsibility is embedded 
into most, if not all, actions of a company, starting from human resources, through the use 
of natural resources, to emissions, product safety and creating value for the society. 
Through growing knowledge and concern for the environment with current issues such as 
global warming, responsibility has been raised to the forefront in all its other aspects as 
well. Stakeholder needs are growing and accumulating, and corporations need to be able 
to correspond to these needs. Key in analyzing stakeholder needs and the corporations 
own perspectives is materiality, finding the key issues to concentrate on. It must be kept in 
mind that materiality is not permanent but must be assessed regularly, as the focus might 
switch both within existing issues and arising ones. The materiality matrix is an important 
and worthwhile tool for all companies, to literally see the points of focus for both the com-
pany and its stakeholders.  
 
Corporate responsibility can be seen if not as an investment but as a component of long 
term success and added value. Trying to maximize revenue by all means available is no 
longer profitable, since businesses are developing into bigger actors in society as influen-
tial and preferably wholesome members of society. Investors and other stakeholders are 
also interested in the state of corporate responsibility because responsible businesses 
seem to mostly be doing well and growing. Corporate responsibility can be seen as a way 
of increasing competitiveness, because managing corporate responsibility means analyz-
ing your current state and strategy and improving them by making practices and pro-
cesses more efficient throughout the company. This newfound effectiveness can often 
even bring direct savings by such ways as resource efficiency or decreasing of waste 
management costs. All in all, even without significant direct savings, shifting all operations 
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towards more responsible can improve how the company is perceived both internally and 
externally, resulting in creation of long term value.  
 
Responsible business and communicating about it is mostly about trust. Stakeholders 
need to believe the whole company is responsible from the highest executive down to the 
employees in order to believe the commitment. Developing and executing corporate re-
sponsibility is a long process, and it helps when you include stakeholders and their opin-
ions into the process. Nowadays it should be easier to reach out to customers, consumers 
and NGOs and get their feedback, since it is much easier to communicate in many differ-
ent ways through numerous channels and people want to be included and be heard. The 
importance of stakeholder point of view to companies cannot be overstated, as the stake-
holders are the ones to please in the market in order to succeed. Consumers of today are 
much more aware, they can be quite demanding and even afford to be extremely selec-
tive. Companies can no longer dictate what consumers buy, but in fact the tables have 
turned and the customers are holding all the strings in their hands. 
 
Managing corporate responsibility requires analyzing the current state, careful planning, 
setting targets, realigning resources and modifying organizational structure. This involves 
a lot of persistent work, but the long term value it brings will be worth it, as it builds trust 
within the company when responsibility is truly embedded in the organization. This devel-
opment also gives the employees the courage to make and initiate changes themselves. 
To assist in corporate responsibility management, there are many voluntary standards 
and guidelines available and they can be divided into three categories: commitments to 
initiatives, standards and guidelines for operating models and reporting guidelines. The 
most used initiatives are the UN Global Compact and OECD guidelines, while used stand-
ards for operating models include such as the ISO 14000 family of standards and EMAS, 
the Eco-Management and Audit Scheme.  
 
Corporate responsibility management requires committed individuals and leaders to influ-
ence the whole personnel and get them involved with the process of applying the new 
strategies into daily operations. The best success stories all have some things in common, 
one being an iconoclastic leader so courageous and convicted to fuel the whole company. 
The first step, usually repeated annually, is the planning phase of setting targets, detect-
ing ways to reach them and making sure to have adequate resources. Kramer and 
Kania’s offensive and defensive approach in defining the purpose for responsibility man-
agement usually divides the company’s actions into responsive or initiative. Further frame-
works have expanded on this basis, but whatever the instigator for corporate responsibility 
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is, it must be understood that it is a long journey that needs concentration and commit-
ment in order to reap the fruits. The stages of corporate responsibility by Mirvis and 
Googins is another good tool for companies to use in defining their responsibility strate-
gies, since it creates division between 5 stages. It also gives descriptions of what needs to 
be done on each level in many different dimensions of business.  
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 7. How companies should respond to stakeholder expectations 
 
The figure above demonstrates how stakeholder expectations are born and how they can 
be met by companies. There are numerous issues and phenomena in the world and soci-
ety, some stable and some variable with trends and movements. These issues have be-
come more and more monitored and stakeholders, especially consumers, are influenced 
by these matters in society and media. The stakeholder groups of each company all have 
their own expectations and demands for the companies they wish to buy products from. 
The issues and phenomena are marked with examples such as global warming and living 
wage. 
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Companies should do their stakeholder analysis and know what their stakeholders are ex-
pecting of them. This way the company can target the most material issues that relate to 
their business, improve their corresponding policies and operations into more responsible 
and meet the expectations. Companies have many tools to utilize in being able to respond 
to their stakeholders’ needs. These include examples such as human resource, supply 
chain, risk and material management. If stakeholders are concerned about manufacturing 
circumstances, demanding a living wage and human rights for production workers, the an-
swer is supply chain management, perhaps auditing and applying the company code of 
conduct to all contractors. 
 
Responsibility communications are a big part of responsible business and it requires open 
and active communications and taking into account the society the company operates in. 
Through communications, an organization can utilize the feedback it is receiving and also 
create committed stakeholders. Responsibility reporting and management are very closely 
linked, as they have the same basis and responsibility management must be under control 
and systematic to be able to complete a report. No longer only NGO’s want to know how 
much resources are used and what are companies’ values, but society as a whole and 
members from all stakeholder groups are expecting CR reports. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 8. Evaluation of corporate responsibility reports 
 
As represented in Figure 8, corporate responsibility reports should give detailed infor-
mation about the material issues related to the specific companies. The report should pre-
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sent a comprehensive picture about the company and how it defines and carries out its re-
sponsibility strategy. The key points in reports can be divided into three sections. Im-
portant factors are the company’s standpoint or vision and values, how stakeholders’ ex-
pectations are matched with operations and lastly how well these actions are measured 
and demonstrated. Credibility is built by honest portrayals of concrete actions and their im-
pacts. This means credibility and transparency go hand-in-hand since transparency and 
being open generates credibility. These two main properties of a good responsibility report 
are strengthened and further improved with readability and overall communicational as-
pects. The report language should be professional but not too technical, pictures and lay-
outs should also be fully thought out. 
 
The targets and wishes in CR reports are important and interesting to read about, but it is 
important for readers to try to separate these from the true actions and results. Generating 
reports is balancing on the fine line of transparency, how not to exaggerate the positives 
and seemingly try to bury all negatives. Cherry picking what to include in the report might 
be tempting and readers might not be aware of the big picture in what is reported and 
what is not, if it is not clearly stated and justified as it should be. Stakeholders want to 
know that the products are manufactured environmentally in safe surroundings by willing 
workers, who are rightfully compensated. Consumers are willing to pay a premium in ex-
change for knowing they can have a clear consciousness while using a responsible prod-
uct, from its origin all the way to recycling it. This kind of responsible branding could come 
with enormous rewards as the brand hype spreads, even to consumers not quite as aware 
but who want be a part of the trend.  
 
The voluntary nature of CR reporting leads to division, since it being compulsory would be 
good on one hand since all companies cannot be motivated to take part otherwise. How-
ever companies must also be left with some leeway to choose their own relevant themes 
to report about. Even with guidelines and standards for reporting, companies themselves 
still have the power to decide how in depth information they want to enclose. 
 
The challenging part about analyzing responsibility reports is to only analyze the report 
and not the level of responsibility. This is however quite contradicting, as the reports are 
usually stronger in all sections from coverage to credibility and transparency when respon-
sibility is clearly well managed. Comparison between reports is becoming somewhat more 
achievable with the increasing use of GRI guidelines. Report contents can be reviewed 
and compared just by the help of GRI content index tables. By GRI guidelines the reports 
should also follow a similar structure and contain most of the same main issues, so the 
presentation of these can create division.  
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6 Product 
The product was guided by student instructions distributed by PwC to all the student jury 
participants. Making the product, a PowerPoint presentation, was a process including nu-
merous stages and including both individual work and group work by Haaga-Helia’s team: 
Adam Burnage, Mayra Da Silva, Anna Laitio, Noora Reuhkala, Ulla Tirri and Liisa Tuokko. 
 
6.1 Product plan and time schedule 
Hannele Hirvelä from PriceWaterhouseCoopers informed all members of the student jury 
with instructions and deadlines for the project. The project kickoff was on September 22nd 
when all student jury members had been selected and the instructions were sent by email, 
together with an attached file that listed all participants and the randomly chosen two re-
ports designated for each team. 
 
The first deadline of the student evaluation process was the 7th of October, when initial 
desk-top evaluation had to be completed and the report chosen for the second round was 
to be communicated to Hannele Hirvelä at PwC by email. The second deadline was on 
October 21st, when the dialogue event for all student teams would be held at the PwC 
premises in Helsinki. Between these two dates was the two weeks in which the most im-
portant part of the project, the product, was to be completed. After the student dialogue 
event, one further task would be assigned to the group that had presented the winner re-
port for the student choice. This task was to write a short abstract comprising of 1500 to 
2000 characters, presenting the selection criteria to FIBS, the coordinator of the awards. 
 
For the student dialogue event each team was expected to create a 10 to 15 minute 
presentation using PowerPoint. The teams were also expected to familiarize themselves 
with all the chosen 5 reports still in the running, but the presentations were still very im-
portant in defining the strengths and weaknesses of each report and carrying out compari-
son between them. At the end of the day of the student dialogue event, a vote would take 
place and define the student choice as the winner for the award. The corporate responsi-
bility reporting awards were held on November 25th and attendance would be compulsory 
only for those presenting the student choice. However, all those willing to participate could 
enroll and join the event. 
 
Finishing the project was one almost separate segment and working on the thesis was an-
other. The plan was to get as much of the thesis done as possible before Christmas, 
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hopefully most of the work. The rest would be finished during spring on the side of an in-
ternship, to enable graduating in June. 
  
6.2 Data and collection methods 
Before any data was handed to the student jury teams, a preliminary evaluation round 
was carried out by the Big 4 group, consisting of members from auditing companies 
Deloitte, EY, KPMG and PwC. Top 10 candidate reports for the awards were chosen by 
the Big 4 group, concentrating on this year’s award themes of human rights, circular econ-
omy, diversity, supply chains and tax footprint. In analyzing these themes, the experts 
concentrated on reviewing the code of conduct, achievements, KPI’s, risks and risk man-
agement. Report evaluations also took notice of the balance, comparability, materiality, 
reporting principles, acknowledgement of stakeholders, and the assurance of the reports. 
The top 10 reports of 2015 as chosen by the expert panel were Fortum, Kemira, 
Lassila&Tikanoja, Neste, Nokia, Outotec, Stockmann, Stora Enso, Telia-Sonera and 
UPM. 
 
The 10 reports were distributed between the 5 student teams, with all teams receiving two 
reports to analyze. The initial data for the Haaga-Helia team was two responsibility re-
ports, one a separate report by Nokia and the other an integrated annual report including 
the sustainability section by UPM. After each student team from the five schools chose the 
better of the two reports allocated to them, the whole student jury received notice of the 5 
top reports. This means an additional 4 responsibility reports were handed out as material 
for each team for analysis. The top 5 reports analyzed by the whole student jury were 
Kemira, Neste, Stora Enso, Telia-Sonera and Nokia. 
 
As the final purpose of the product was to help choose a winning responsibility report, the 
product together with the four other presentations and the following discussions were also 
data used in this decision making. All student jury members used this presented data to 
finalize their opinion before the voting process. 
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6.3 Product process 
The project start in the end of September was efficient and this carried the project through 
its course as the workload was appropriately divided and scheduled. After receiving notice 
of being chosen to work on the Finnish sustainability reporting awards project, the newly 
formed team quickly started emailing to set up a kickoff meeting. The materials, ten differ-
ent sustainability reports divided between five schools, had already been received before 
the first meeting, so a quick glance at the work ahead was possible. 
 
6.3.1 Team meetings 
The first meeting consisted of getting to know each other and talking about the upcoming 
tasks and their scheduling. A mutual agreement was made to fairly quickly finish the first 
part of the assignment, choosing the better of the two reports. For this initial phase, no 
strict common rules were set in addition to the guidelines given by Hannele Hirvelä. Ac-
cording to the given instructions, the aim was to present our perceived strengths and 
weaknesses of the report, relating to content, data, coverage, credibility, transparency and 
communicational aspects. Another meeting was arranged for the next week to vote for 
and discuss the favored report. Following this the focus could fully be on the selected re-
port and presenting it to fellow jury members. 
 
The second meeting was interesting as opinions were voiced and explained. The vote 
was very clear, 5 to 1 votes with one team member voting remotely via messaging. The 
reports themselves were quite different, so making comparison between the two was not 
necessarily easy. One of the reports was an integrated report with the sustainability part 
covering around 15 pages. The second report was an independent report of 79 pages, in-
cluding all data. With the amount of text and data comes some of the credibility, so one of 
the reports was in an early lead just because of this fact for most of the team. 
 
The difficulty in evaluating only the reporting and not the content is that these two are so 
interconnected. Of course the company has to have their responsibility issues quite well 
under control to be able to present them to stakeholders. It would also be reader friendly, 
at least for some stakeholders, if a responsibility report was managed to be kept compact, 
but this way some important information and interesting examples would have to be left 
out. Inclusion of actual cases related to responsibility issues in the company and exam-
ples of negative events or outcomes give the reader the feeling of openness and transpar-
ency. When negative issues are openly stated, it sends the message that the company is 
willing to tell about it, correct it and avoid similar incidents in the future. All though this can 
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be a marketing point as sharing some minor negative details could lead to the stakehold-
ers believing that the company is being transparent, even though some bigger negative 
impacts might have been left out. In any case, for the majority of the team the other report 
seemed to cover more issues and more in depth with case examples compared to the 
other one. 
 
When evaluating the reporting itself, readability was a big factor in the decision. When 
reading corporate reports, numbers are always necessary to back up the goals and to 
give measurability. It is not the simplest of tasks to find the right balance of text and num-
bers in a report. Some more analytical people may like looking at graphs and numbers but 
for most it would be best to include the major figures into the text and with some graphics, 
while all of the numbers and data could be found for example at the end of the report col-
lectively. There was a clear difference in the two reports, while the other was bombarded 
with tables and charts, the other one was calmer with only certain facts highlighted graph-
ically. This continued throughout the layout itself, with the other being too full and busy 
while the other was calmer and easier to read.  
 
With the team’s choice made of the better report following a democratic vote, the applica-
tion of focus and concentration on the one report could begin. The team agreed to go 
through the report individually and make notes especially focusing on the strengths and 
weaknesses. Each had their own way of working, but mostly using concentrated reading 
and writing notes simultaneously. Each team member of course had different perspectives 
and points of attention, as noticed when each delivered their reading notes to the rest of 
the group. The notes were posted in the team’s own Facebook group, which was actively 
used for communication and sharing files. Notes were read before the next meeting where 
opinions could be discussed and voiced further. 
 
The third meeting was an important one with a lot of discussion about Nokia’s report and 
its strengths and weaknesses. A class room was reserved to facilitate good uninterrupted 
conversation and the use of the whiteboard. The entire group participated and various is-
sues were presented, discussed and even negotiated. The intent of the meeting was to 
arrange and summarize all major findings about the report in order to begin with preparing 
the presentation. 
 
The first stage of the get-together consisted of organizing the meeting. A selection needed 
to be made on how all opinions could be shared and discussed in a way that ultimately as-
sisted in finding the main points to include into the presentation. The groups’ selected 
method was creating themes under which all opinions could be jotted under. The selected 
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themes were content, communicational aspects, layout, credibility, coverage and com-
pleteness, transparency and general student view. These topics were written on the white-
board and all notes from group members were gathered underneath by handling each 
topic separately. 
 
During the gathering of notes and choosing the right selection of topics for each issue, 
conversation and even some debates arose about some issues and differences in opin-
ions. 4 out of 6 team members were mostly of the same opinion concerning the report and 
seeing it as quite strong, while the two others were a bit more critical. This variation in 
views led to fruitful discussions and analysis of the report. 
 
6.3.2 Product finalization and presentation 
When all notes were gathered and categorized, it needed to be decided how to turn it into 
a presentation. Working all together with six people on a single PowerPoint presentation 
seemed problematic so tasks were divided over the following days according to every-
one’s schedules and fitting them together. The next day three people started work with 
listing the key ideas gathered on the whiteboard under their corresponding themes. The 
next day two of the three volunteers to present the work continued working on the Power-
Point, regrouping and combining some topics and creating structure for the presentation. 
When everything was mostly organized into the slides, the three presenters divided the 
presentation into three sections, with one person both opening and closing to bring it all 
together. The sections were then split between the presenters so that preparations re-
garding the student dialogue event could begin. During the weekend the presentation was 
finalized and the appearance of it adjusted with sharing files and opinions through the Fa-
cebook group. 
 
The product (Attachment 1) ended up being quite concise to be able to give a clear picture 
about the report. Text on slides was kept minimal, but the issues were more widely to be 
explained at the presentation, with the notes section of PowerPoint extensively in use. All 
main slides had a similar appearance, being divided into bullet points of strengths and 
weaknesses under each category. The bullet points were always opened further with ex-
planations, and some bullet points were highlighted with a blue color to link it to the follow-
ing screen shot example from the report. 
 
All in all the contents of the Nokia report were quite good and according to Haaga-Helia 
team’s evaluation, the coverage, strategic approach, introduction, textbook examples, 
amount of data and numbers and the inclusion of both challenges and achievements were 
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all accomplished well and were mostly perceived as strengths. Weaknesses in relation to 
contents included the length of the report, the sheer abundance of information being over-
whelming at times and the amount of data and numbers was lacking for some team mem-
bers, so this point was included into both strengths and weaknesses because of the divi-
sion. 
 
The communicational aspects of the Nokia report also contained more strengths than 
weaknesses. The visuality, use of graphics, functionality, structure, appearance and read-
ability were clear strengths and weaknesses to be found were some lengthy headings and 
the layout at times. The credibility and transparency built by the Nokia report was at quite 
a high level, since the one main weakness pinpointed was not linking some targets to a 
timeframe. In contrast, strengths observed included the use of GRI and auditing, the inte-
gration of responsibility to the core strategy, responsibility management, the use of an 
anonymous reporting channel, cooperation with partners and how the major corporate 
change was handled. 
 
In conclusion the team gathered expectations to see how the report correlated. The wide 
use of CSR approaches, such as the materiality matrix, was expected and these expecta-
tions were met with a wide data coverage of responsibility concepts and the matrix. Evalu-
ators anticipated a report with appeal and clarity, for the report to be interesting and com-
fortable to read as well as including a lot of facts and data to ensure measurability. Both 
these aspects were met with a modern and polished report with an all-round responsibility 
approach, measurability and argumentation. As a final expectation the learning aspect of 
the whole process was worthy of mentioning, since a project so intensive would be an ed-
ucational experience for all included. 
 
As well as preparing the team presentation, between the time of learning the top five re-
ports and the student event, all participants had to get acquainted with the other top 4 re-
ports as well. This was more of an individual task and the Haaga-Helia team discussed 
the planning of reading and analyzing them, but nothing further until the student event to 
ensure all had formed their own opinions. Reading through the other reports was easier 
after having concentrated on only one report for some time, and you already had an opin-
ion of what could be potential strengths and weaknesses in the other responsibility re-
ports. Reading through them whilst making notes was an efficient way to get a good feel-
ing of each of the reports. Notes were made on topics such as whether the material issues 
were included, how readable the text was, what the structure of the report was like and 
what the overall feeling about the report was. 
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The Wednesday of the next week, the 21st of October, was the day of the student event. 
On Tuesday the group held a practice run of the presentation for two other team mem-
bers. The practice run went smoothly and no major alterations needed to be made for the 
next day’s presentation. The student dialogue event was held at PwC premises in Hel-
sinki, where all the student teams from schools around Finland gathered for the important 
discussion and decision making. The event started in the morning with coffee and intro-
ductions of all team members and PwC employees present. The history, current progress 
and the upcoming processes of the Reporting Awards were presented before moving on 
to the student presentations. 
 
Haaga-Helia’s team began the round of student presentations with the Nokia report. The 
presentation was divided into three significant sections of analysis concentrating on the 
contents, communicational aspects and credibility and transparency. Each section was 
presented by a different team member and the presentation included an introduction and 
a conclusion to wrap up the key thoughts. The presentation went well, as did all the other 
teams’ presentations. Teams had mostly done the analysis in a similar way, all focusing 
on the strengths and weaknesses of each report. Though some presentations were more 
analytical and even used an analytical framework to categorize and evaluate the report. 
After all five presentations, a lunch break was held of course including some discussion 
about all the reports and their differences. 
 
The afternoon consisted of splitting all the teams into four new discussion groups that 
could further evaluate and compare all the reports. Some school teams were missing 
members so all groups and thus reports could sadly not be represented in each discus-
sion group. All five reports by Nokia, Telia-Sonera, Stora Enso, Kemira and Neste were 
separately discussed weighing the strengths and weaknesses of each and ultimately de-
ciding whether or not it was a candidate for the winner. These discussions were very pro-
ductive and gave a lot of insight into what each of the other teams thought of all the re-
ports and especially what they focused on. All teams had varying backgrounds in CR 
studies and some had more experience in reading responsibility reports and thus had 
higher expectations of them. Also it could be noted that students from the environmental 
management section were quite keen in finding specifically the environmental data, in-
cluding emissions and impacts of the companies, in the reports. All in all the discussions 
were very open and comprehensive, enabling each to express their own opinions and 
thoughts and to hear those of others. 
 
After the group discussions, Hannele Hirvelä went through each report with one group 
sharing their collective opinion and other teams stating additional comments. When each 
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company’s report had been handled, it was commonly decided on whether the report 
ranked high or low in the running for the winner. After these summaries it was clear that 
only Stora Enso and Nokia were favored by all the teams and the other reports were not 
seen as potential winners. 
  
The last matter of business was the actual voting to find the winner for the student choice 
of the Finnish Corporate Responsibility Awards of 2015. The voting was carried out by a 
show of hands and as a result Nokia received 6 and Stora Enso 13 out of all the student 
votes. Stora Enso was declared the winner in mutual agreement at the end of a success-
ful student dialogue event. The student team from Aalto University as the evaluators and 
presenters of Stora Enso were given the extra task of writing an abstract to FIBS, the co-
ordinator of the awards and to choose two team members to present the student choice at 
the awards ceremony. 
 
6.4 Usability 
The product was used as a crucial element in the duties of the student jury of the Finnish 
Responsibility Reporting Awards. The product was presented to fellow jury members and 
was a tool to influence their decisions, as were all the 5 presentations. All jury members 
had at least a preliminary opinion about the winner or top candidates, but the presenta-
tions and further discussions were essential in making the choice of whom to vote for as 
winner.  
 
The product and more widely the thesis can be used by all related parties as well as other 
schools and students to review the Finnish responsibility reporting award process and the 
wider concept of corporate responsibility leading all the way to reporting. It can offer an in-
side perspective of the awards for all parties interested and all potential future members of 
the student jury. The focus on responsibility reports’ strengths can be utilized by all organi-
zations interested in improving or developing corporate responsibility and reporting 
thereof. 
 
6.5 Product  
The product is called the Nokia report overview and it is a PowerPoint presentation found 
as an attachment (Attachment 1). The PowerPoint itself was kept quite simple and easy to 
read with minimal text. Strengths and weaknesses were collected under each of the three 
sections as bullet points, which were then further opened and explained. Some bullet 
points were highlighted and then backed up with the additional help of screenshots from 
the analyzed report, placed on the following slides. 
  
48 
7 Conclusions 
The product played a significant part in the student evaluation process, without it the 
Nokia report might not have been as well represented and taken into consideration as a 
potential winner. The presentation managed to capture most of the crucial elements of the 
report and display them to other jury members.  
 
Further evaluation of the product and the student dialogue event can be used to pinpoint 
some key areas and issues students as stakeholders are looking for in sustainability re-
ports. These findings along with the theoretical content about corporate responsibility, cor-
porate responsibility management and corporate responsibility reporting will give an un-
derstanding of what companies should focus on in order to effectively communicate about 
corporate responsibility. Students with some background in corporate responsibility are 
extremely capable of knowing the material issues to look for in a responsibility report. Stu-
dents more widely together with other stakeholders are also most likely quite adept to be 
able to evaluate a report and highlight its strong and weak points.  
 
The most important issues especially students want from corporate responsibility reports 
are coverage on all material issues, clear data and numbers to back up the development 
and improvements. Also key is transparency in being truthful about shortcomings, credibil-
ity created by convincing the reader about the company’s conviction and dedication to re-
sponsibility and overall readability of the report. The list may sound quite self-explanatory 
but it is actually quite hard to accomplish. First of all there has to be a strong commitment 
to responsibility, which is visible in the strategies and goals of the company. A lot of action 
has to be taken in order to set forth improvements and to be able to measure them. The 
actions and numbers speak volumes, but the communicational aspects must also be car-
ried out professionally. The difficulty in producing one responsibility report or one inte-
grated report is finding a way to please all stakeholder groups and readers by it. A good 
solution might be to annex more detailed figures and tables at the end of the report or to 
have them available online by a link from a virtual report. 
 
Online presence about responsibility issues is widely used, also as a marketing tool, and it 
is smart to use the material created for the report online as well, like Nokia has done. All 
key issues can be concisely stated and explained in a few short chapters, to be discovera-
ble by all those keen to know more. The report itself should also be downloadable as a 
pdf, easy to read on tablets and mobiles.  
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The Finnish Corporate Responsibility Awards of 2015 were held on November 25th and al-
together 11 awards were handed out. Awards were presented in 5 different categories in 
regards to themes set for the 2015 competition: human rights, diversity, circular economy, 
supply chain and tax footprint. Four different reader groups consisting of students, media, 
investors and NGOs also rewarded their favored report. The overall competition was 
awarded and an additional honorary mention was given in the supply chain category. 
 
The overall winner of the awards was Stora Enso, which also won the categories of hu-
man rights and tax footprint, also being elected the student choice. Nokia was the winner 
in two categories of diversity and supply chain. Lassila & Tikanoja won the circular econ-
omy theme and was awarded the investors’ choice award. Outotec was rewarded as both 
media and NGO choice while Stockmann received honorary mention in the supply chain 
category. Stora Enso stood out with two theme victories, as overall competition winner 
and student choice award receiver. Nokia was a close second with two category wins in 
the themes evaluated by experts. The evaluation and student choices with Stora Enso as 
winner and Nokia as the runner up were extremely accurate and therefor encouraging to 
the student jury members and reinforcing the notion of good work. 
 
The awards ceremony was quite festive as the location of Säätytalo in Helsinki was very 
special. It was a significant opportunity for a student to be able to attend an event with 
mostly professionals, especially in the specific field of responsibility management, and to 
be a part of the whole event as well. The atmosphere was nice, it was exciting and very 
interesting to hear the arguments behind the other categories evaluated by the experts 
and the media, investor and NGO choices. The choices for each theme or category win-
ner were very well explained and justified, something that what easy to relate to. In com-
parison, the reasoning behind the other readers’ choice awards seemed somewhat disap-
pointing as they at least appeared to be the opinions of merely one person representing a 
chosen media, investor group or NGO. Of course their choices were also explained, but 
maybe not so in depth and knowing the amount of work put into the whole process of the 
student evaluation they seemed not as thorough. 
 
As for the process of the student evaluation by Haaga-Helia’s team, everything went ex-
tremely smoothly, everybody was interested and invested in the process and teamwork 
was very lucrative. The work load was quite evenly distributed and everybody pitched in 
and gave great opinions. Analyzing responsibility reports to this depth was quite new to 
the whole team, but with good instructions it was still quite clear in the end, all in all a 
great learning experience. 
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As the top ten reports were randomly distributed to the student jury groups, it was a matter 
of luck what kind of report you would receive for analysis. Of course all the top ten reports 
were strong, at least in some competition themes, but some were quite obviously stronger 
than the others at least in comparison. As the task was to locate strengths and weak-
nesses, finding these opposites was possibly easier in a report not as strong as a whole. 
The stronger the report, the harder it is to be able to pinpoint weaknesses. The only short-
age in team Haaga-Helia’s presentation, and evidently the most significant weakness of 
the report, was noticed during the student discussions about the reports, since quite a few 
othe jury members also wanted even more data and numbers and weren’t satisfied that 
the amount of environmental data reported was sufficient. However, most of these stu-
dents were studying environmental management so they knew exactly what to look for.  
 
7.1 Development and further research proposals  
Corporate responsibility and the trend it has become can lead to considering whether it is 
the responsibility of companies or consumers to initiate CR. Until now and probably con-
tinuingly it has been instigated by both sides as defensive or offensive measures, depend-
ing on the company and its values. However acting responsibly and not being careless 
with our planet and its resources is the responsibility of everyone, so businesses and indi-
viduals as well need to make responsible decisions that do not impact our society or envi-
ronment negatively. 
 
Further research could be done on whether corporate responsibility can have a positive 
effect on consumer habits, and perhaps vice versa. It is more probable that responsible 
customers seeking for corresponding companies can have an effect in the way business 
is handled, since it also has a potential for profit. However with more and more organiza-
tions stating their responsible values and telling about the even simple actions taken to be 
more responsible, it could be possible businesses could set an example for other mem-
bers of society.  
 
Another opportunity would be to do concrete research about what different stakeholder 
groups are expecting from responsibility reports. This could be done in association with a 
company to match their industry requirements and special needs, in cooperation with 
FIBS or as a more general overall research. In any case multiple businesses would be in-
terested in the results, to be able to customize their reports to answer the current needs. 
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7.2 Evaluation of the thesis process and own learning 
The thesis process started off quite well, even though a bit earlier than planned at first, as 
the opportunity for the thesis related to the responsibility reporting project presented itself. 
The project and the student evaluation and its deadlines meant careful timetabling but the 
tasks were all accomplished as planned in September and October, with the voluntary 
awards ceremony in November. In addition to the student evaluation process, working on 
the thesis while completing regular courses meant that scheduling time for thesis related 
work wasn’t always possible or accurate ahead of time. Other school work and deadlines 
would sometimes eat away at the time set out for working on the thesis, more and more 
so closer to Christmas and during the last weeks of courses. Even so, a lot of work got 
done in the beginning of the thesis process during the first few months from beginning the 
work. Practically all of the material for the theoretical part was sought out, the theoretical 
framework was well under way and the structure was mostly established. 
 
After Christmas break it became more difficult to find the time to be able to focus on the 
thesis. This became clear quite fast, while the most of time and energy was consumed by 
an interesting internship, set to last the whole spring. In addition to a fulltime job, a hobby 
that takes a lot of time, quickly fills up the evenings of working days and at least half of al-
most every weekend, especially in the spring time. The importance of the thesis and the 
concentration it requires usually demanded at least a solid two hours to be able to really 
move the process further. It takes a quiet space and a concentrated state of mind to be 
able to focus and create logical text and an interactive theoretical framework from multiple 
sources. This also limited the possible work days in everyday busy life. However, planning 
is all it takes and as the realization of the little spare time usable hit home, just designating 
all the possible free days and hours to the thesis made sure that progress was constant, 
even if slow. 
 
With being able to work on the thesis mostly a few hours at a time in the beginning of 
2016, the Easter break was a much needed and anticipated time set aside for the thesis. 
During those days it seemed the process again accelerated to full speed and suddenly the 
finish line became visible in the near future. After this, motivation was peaked again and 
finishing touches could be added every now and then, knowing the thesis could be 
handed in and published in May.  
 
I learned through the thesis process more about myself and the best working habits for 
myself. I used numerous libraries in different cities and even a friend’s office to be able to 
concentrate on nothing but the thesis, even if for an hour and a half at a time. The thesis 
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is a big task, especially if you have an objective to complete it with a good grade, but it is 
very much achievable with motivation and good planning. There is always room for im-
provement but having slight hiccups or scheduling issues might just mean there is a big-
ger chance to learn and improve your own methods. I feel quite ready and equipped to 
take under any possible assignments I will be given in future jobs. I know I have the ability 
to be a part of different projects, be a contributing team member, analyze the process and 
development and to do research when needed. 
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